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1. Customer knowledge & understanding:	know	who	your	customers	are	and	the	values	that	drive	them.
2. Clear value proposition:	the	customer	value	proposition	and	the	benefits	are	clearly	articulated.
3. Smooth customer experience: Provided	throughout	the	entire	customer	journey.
4. Market-ready product: the	DER	products	are	of	sufficient	commercial	maturity.
5. ‘Super installers’:	Installation	is	a	critical	moment	–	enlist	well-trained,	knowledgeable	installers	who	
know	their	customers.









Clear value proposition 
Market-ready products 
Figure	2:	Six	key	ingredients	to	a	happy	DER	customer.






















































8DER Customer Insights: The Customer Journey
Synergy & partners 
community battery trial 
(at a new residential 
development at 
Alkimos Beach). ANU & partners 
Consort Trial (on Bruny Island, Tasmania) 
UTS & partners 
Networks Renewed VPPs' 
(centred on Collombatti in NSW 
and Yackandandah in Victoria). 
United Energy & partners 
residential solar storage trial 
(at a number of network constrained 






 › UTS and partners	‘Networks	Renewed’	Virtual	Power	Plant	(VPP)	trial	that	was	centred	on	Collombatti	in	
NSW	and	Yackandandah	in	Victoria.	https://arena.gov.au/projects/networks-renewed/
 › Synergy and partners	community	battery	trial	that	took	place	at	a	new	residential	development	at	
Alkimos	Beach,	WA.	https://arena.gov.au/knowledge-bank/alkimos-beach-energy-storage-trial-customer-
insights-2019/
 › ANU and partners	‘CONSORT	Battery	Trial’	that	was	undertaken	on	Bruny	Island,	Tasmania.	https://
arena.gov.au/projects/consumer-energy-systems-providing-cost-effective-grid-support-consort/

















that are accessible, 
relevant and up to date
Use the engagement 
to create excitement in 
the community for the offer
Identify and work 









 › Undertaking their own research	through	accessing	online	and	offline	information,	engaging	with	
employees	of	the	project	partners	(in-person,	on	the	phone,	or	via	email),	and	speaking	with	friends,	
family,	or	neighbours	(word-of-mouth).
 › Facilitating any pre-installation suitability assessment and	site	inspections.






 › Undertook detailed customer research in advance to	better	understand	the	needs	of	their	target	
customers2.	
 › Targeted communities that they were already familiar and/or had high-levels of engagement	on	
energy	issues	already	(such	as	the	ANU-led	Bruny	Island	trial,	or	the	UTS-led	Yackandandah	trial).	




 › Thorough planning	of	all	communication	and	engagement	–	ensuring	that	messaging	was	consistent	and	
avoiding	confusion	or	misinformation	spreading.
 › Careful consideration of which partner’s branding to use	–	the	more	familiar,	well	trusted	brand	will	
have	the	most	positive	impact	on	acquisition.	
 › Understanding which communication channel works best	for	different	types	of	customers	–	all	
customers	are	different	and	making	assumptions	about	preferred	methods	of	communication	can	mean	
missing	engagement	with	a	large	section	of	the	market.




 › Updating information in response to developments as part of a constant feedback loop	–	this	ensures	
that	the	customer	journey	and	their	experience	is	continually	improved.
 › Increasing publicity	through	launch	events,	community	forums/events,	and	word	of	mouth	were	found	to	
be	an	important	way	to	acquire	customers.	
2	 	For more information see ARENA’s DER Customer Insights Report on Customer Values.
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 › Trusted platforms	(such	as	the	websites	of	government	agencies)	were	found	to	be	an	important	source		
of	information	potential	customers	turned	to.
Publicity surrounding launch events, community forums/events, and word of mouth were found  








 › Working with local champions	who	are	trusted	within	the	community	are	particularly	important	in	
certain	cases	-	they	play	a	major	role	in	how	a	project	is	perceived	and	accepted	so	their	buy-in	is	crucial.
 › Providing detailed information on benefits	(e.g.	savings)	in	communication	material	(including	optimal	
sizing	for	a	customer’s	specific	system,	and	the	likely	impact	on	their	bills	under	different	scenarios)	
provided	transparency	to	the	customer	on	the	likely	benefits.





 › Minimising the number of customer steps	for	registering	interest	and	signing	up	–	fewer	steps	and	a	
simplified	sales	process	contributes	to	a	lower	attrition	rate	during	the	customer	acquisition	process.
 › Timely and effective follow-up of leads	–	a	fast,	well	managed	sales	process	contributes	to	a	lower	
attrition	rate	during	the	customer	acquisition	process.			
 › Early determination of customer eligibility	–	reduces	customer	acquisition	costs,	and	minimises	the	
time	investment	(and	subsequent	disappointment)	of	potential	customers.











































 › Including installers in the project design phase	–	early	involvement	helped	get	installers’	buy-in	to	the	
project	and	its	overarching	objectives.	It	is	likely	to	also	have	had	a	positive	impact	on	improved	cost	
estimation,	planning,	and	management	of	certain	risks.
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 › Providing an early indication to customers if they are likely to need non-standard installations	
(longer,	more	costly,	more	intrusive)	–	managing	the	expectations	of	customers	will	avoid	the	chance	of	a	
negative	customer	experience.
 › Providing firm pricing options with no hidden costs	–	adding	to	a	more	positive	customer	experience	
when	the	costs	are	transparent.











 › Survey customer emotions before and after installation	–	this	can	give	an	indication	of	any	deeper	
issues	or	problems	that	have	emerged	in	the	customer	journey	up	to	and	including	the	crucial	installation	
phase.	
 › Timely, effective response to any issues	–	leading	to	a	more	positive	customer	experience.
4.1.2	INSTALLATION:	WHAT	DIDN’T	WORK,	AND	WHY?









 › A drawn-out, “diffuse” process	that	was	slow	with	multiple	visits	required	can	lead	to	negative	
sentiments,	such	as	frustration,	anxiety	and	anger.	Repeat	visits	to	fix	technical	issues	were	a	common	
issue.
 › Cashflow for installers was an issue that delayed installs significantly.	This	is	particularly	true	when	
most	installs	needed	some	rectification	and	installers	were	only	paid	when	these	issues	were	rectified








 › Over-stretched supply chains or those covering large areas	can	be	slower	to	respond.	Addressing	
customer	issues	quickly	can	be	a	major	challenge	where	installers	cover	a	large	area,	for	example		
in	regional	areas	with	lower	population	densities.
14DER Customer Insights: The Customer Journey




 › Variable installer quality,	including	varying	levels	of	service,	ability,	knowledge	and	technical	competence	
–	leading	to	a	poor	experience	for	some	customers.
 › Poor aesthetics	of	installed	equipment	–	not	fitting	with	an	existing	home’s	look	and	feel	affected	the	
satisfaction	levels	of	customers.



































 › Effective, fast follow ups to customer issues	–	this	was	core	to	achieving	a	higher	level	of	customer	
satisfaction.
 › Providing detailed and accessible technical documentation to the customer	-	allowing	them	to	either	
troubleshoot	issues	to	solve	common	problems,	or	understand	when	external	support	was	needed.	
 › Comprehensive technical and customer engagement training	for	installers	and	support	service	
personnel	to	reduce	issues	for	the	customer	further	down	the	line.
 › Keeping online resources (e.g. product manuals, user guides) current and up to date	to	resolve	
common	issues	more	easily	and	quickly.
 › Providing clear, end-to-end processes	for	the	entire	project	to	all	project	partners,	stakeholders	and	
subcontractors	in	the	supply	chain	to	ensure	a	smooth	process	for	the	customer.















 › Gaps in processes and a lack of documentation	that	included	a	description	of	the	roles	and	
responsibilities	of	each	actor	in	the	supply	chain	–	this	could	lead	to	confusion	and	increase	in	post-
installation	issues.	
 › Lack of training for key customer-facing roles	including	installers	(who	may	need	to	return	to	the	
premises	to	remedy	issues)	and	support	service	personnel	(who	will	have	to	deal	with	customer	calls	to	
field	queries	and	complaints)	–	this	would	lead	to	a	poorer	customer	service	and	experience.
 › Issues with DER functionality,	particularly	for	inverter	connectivity	that	was	disrupted	(e.g.	by	network	
voltage	issues).	These	interruptions	would	then	impact	on	the	customer	economics	and	their	perception	
of	the	trial	and	technology.









 › Issues or discomfort with third-party ownership or control of the DER	–	For	some	customers	in	the	
DER	trials,	greater	control	and	independence	over	their	energy	were	important	motivators,	sometimes	
even	more	important	than	the	financial	benefits	on	offer.		







































 › Ongoing certainty was preferred,	even	if	greater	savings	were	on	offer	–	for	some	customers	in	the	DER	
trials,	greater	control	and	independence	over	their	energy	were	more	important	motivators.
Lower capped earnings were preferred to higher variable ones
One	project	found	that	a	$2	a	day	offer	with	a	capped	price	proved	more	popular	even	if	it	was	shown	
that	they	could	be	better	off	on	a	variable	rate.
 › Ongoing and planned engagement	for	the	years	beyond	installation	that	the	project	is	likely	to	last	(e.g.	
community	forums	and	events,	online	forums	and/or	social	media	‘communities’)	–		directed	at	customer	
retention	and	building	advocacy.
 › Influencing changes in consumer behaviour	–	from	participating	in	the	trials,	customers	decided	on	
moving	to	a	time-of-use	tariff.	This	showed	customers	were	able	to	adapt	their	behavior	as	required.
 › Offering ongoing support	–	helping	customers	optimise	their	DER	over	time,	noting	that	some	customers	
wish	to	“set	and	forget”,	while	others	prefer	regular	notifications.	This	ongoing	support	was	able	to	
improve	the	chances	of	retaining	those	customers	for	whom	this	was	an	important	requirement.









 › Complex pricing structures or value propositions that change over time	–	leading	to	confusion	and	
disengagement
 › Designing optimisation algorithms without customer participation	–	leads	to	systems	that	lack	the	
ability	to	adapt	to	the	operational	schedules	and	demands	of	the	different	types	of	customers.




 › Not planning for legacy	–	it	is	unclear	how	customers	will	be	supported	at	the	conclusion	of	each	trial,	
which	may	affect	the	long-term	trust	and	interest	in	future	DER	projects.			






















Clear value proposition 
Market-ready products 
Figure	6:	Key	ingredients	to	a	happy	DER	customer.
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8.1	APPENDIX	A:	SUMMARY	OF	KEY	LESSONS	
What worked The Customer 
Journey
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What worked The Customer 
Journey












































































































































The analysed projects are mostly on-grid 
residential solar and storage trials therefore it 
is important to consider the nuances of other 
contexts when applying these findings.
Presentation to ARENA I Institute for Sustainable Futures 
19 ARENA projects* across almost all states and territories hosted ARENA-funded projects. 
The demonstration  projects involved over 1,300 customers who chose to have DER systems 
installed in their homes. 
*13 demonstration projects and 6 non-demonstration 
projects (including feasibility studies, standards 
development and market testing).
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